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EXHIBITION 


of Designs for Printed 
Fabrics . . June 6th 


UBLIC EXHIBITION of our Design Competition 
will take place at our showrooms beginning on 
Tuesday, June 6th, and continuing for a two week 
period. At this time we will have on display all de- 
signs submitted in the contest, including of course, the 
winning prize designs. A special feature of this exhibit 
is the invitation extended to manufacturers of the arts 
and crafts to purchase any design or designs (except 
winning designs) they may select at a price which will 
be marked on each design submitted. This will give 
the trade an excellent opportunity not only to judge 
the type of design most acceptable to Decorators but 
to purchase designs for their own use. 


You are cordially invited 
to view this exhibit. 
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REFLECTIONS OF A YOUNGER DECORATOR 
ON MODERNISM 


By IvAN NICKERSON 


The so-called ‘Modern Style’ that is 
creeping upon us has been bitterly at- 
tacked by many of the ‘old school’. 
Stress has been laid upon careful and 
exact reproduction of the antique and 
its beauty. To prove that the antique 
is not worthy of all the attention it has 
received is not the point of this article, 
but rather to try to uphold the Modern 
Style and to prove that it is also worthy 
of attention. 

One of the most familiar forms of 
attack is that our modernists, especially 
the younger ones, are ever eager for 
novelty and are carried on by a wor- 
ship of the machine. That the machine 
age gregtly affects modern designers 
cannot be denied, but what period style 
has not been affected by the social and 
economic conditions of its epoch? 

It is only natural that the younger 
designers should strive to find a me- 
dium to express their own individuality 
and the independence of spirit that per- 
vades the modern world. There is not 
one among the more progressive dec- 
orators who does not grasp at every 
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chance to do something Modern. This 
is to be expected. Must we always 
copy, worrying about each and every 
detail and its exact correctness to Pe- 
riod traditions. The craze for the an- 
tique cannot last indefinitely and cer- 
tainly we are falling behind when we 
dare not try a new field because we 
are afraid of it and the criticisms 
evoked. Any new movement from time 
immemorial has brought forth condem- 
nation from the old school and has had 
to struggle to gain freedom. It is some- 
thing like a child who finally attains 
maturity with his own independent 
ideas but who ever remains ‘my baby’ 
to the parents who cannot realize that 
he is now an individual emancipated 
from their stagnant ideas. Modern 
homes are springing up all over the 
world and their number will continue 
to multiply. Naturally this style of 
home architecture is at present in an 
embryonic state and only slowly emerg- 
ing, but emerge finally it must. 
Furniture is undoubtedly one of the 
most difficult problems of the Modern 
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phase. Most designers make the mis- 
take of trying to use grotesque shapes 
and idiotic forms. This is not neces- 
sary. It can be accomplished by simple 
lines, good proportions and well chosen 
woods or other mediums. It is also 
only natural that furniture should be 
the last part of this phase. In every 
period style, the first changes were 
manifested in jewelry, then accesso- 
ries, next architecture and last furni- 
ture. It cannot be otherwise for furni- 
ture must be complementary to and in 
harmony with its background and 
therefore is the last link of the cycle. 
Accessories can be intermixed at an 
early stage as their transition is not as 
noticeable. Many articles have been 
written on the mixing of modern fur- 
nishings with the antique. With the 
greatest of care, and only by those well 
versed in period tradition can this be 
done and then only with a few articles. 
Modern furnishings against a period 
background are absurd unless that 
background has been treated in a free 
manner so as to form a subtle linking 
of the old and new. 


To me Modern is the perfect setting 
for the urban dweller. Does it not 
seem rather ridiculous to enter a spa- 
cious apartment house lobby, ascend by 
modern elevator to the fifteenth floor 
and walk into a Louis XV drawing 
room, or even more absurd a Jacobean 
Library? The panelling, furnishings 
and other details may be traditionally 
correct, but have no relation to the 
building itself with its present day 
construction and those recalcitrant steel 
beams that defy camouflage. 

Certainly as one stands in the Lobby 
of the Radio City Music Hall one can- 
not help but feel its greatness. There 
is a noticeable lack of ornament. A 
stately simplicity has been achieved by 


The Decorators Digest 










good balance, good proportions and a 
well studied and restrained use of 
color, combined with simple furnish. 
ings. 
















Daring as it is, with its black walls N 
and ultra modern decorations, the F sult: 
Lounge of this theatre is a delightful % wit 
and most interesting room. All of its © fror 
furnishings have been so carefully © achi 
chosen that they take their place well § accr 
against the simple architectural back. § win 
ground where decoration has been ap- § and 
plied only when needed for relief. ileg 

After the many bedizened theatres \ 
that have so recently sprung up all over § inte 
our country, the interiors of the Music — Pro 
Hall come as a welcome relief, and — the 
will undoubtedly have a far reaching § dep 
effect. It is enlightening to listen to — maj 
the remarks of neighbors when ming- § bee 
ling with the crowds at the theatre. — can 
The amazed admiration of the majority > the 
signifies that the public has opened its | exp 
arms to and is ready for the Modern. § har 
I know there are those who will say | met 
‘but that is a theatre and not a home’. § stat 
The same results can be achieved in a | W! 
home and even surpassed for there the | old 
many accessories and intimate objects | ear. 
denied to a public building can be | fig 
brought into fall play. dra 

Recently I had the pleasure of seeing | abt 
at one of our largest Universities, the | be 
installation of an office furnished en- ™ 
tirely in Modern for one of the older thi 
professors. It is a point worthy of Ps. 


careful consideration that every student 
who has entered this office has been , P® 
surprised, has then expressed his ap- | lea 
proval with the fact that he felt thor- | sib 
oughly at home in such a setting. | 4! 
Dealers in Modern furnishings will tell | 
you that the greater part of their pa- | hi 
trons are young married couples. Cer- the 
tainly these facts show the trend of the | ‘4 


(continued on page 7) 
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THE VALUE OF OUR CENTURY OF PROGRESS 


TO THE DECORATOR 
By ANNE FORESTER 


No human being can contact the re- 
sults of any outstanding movement 


‘ without deriving something of benefit 


from that contact. The finer the 
achievement the more value will be 
accrued, provided of course, that our 
windows of observation, understanding 
and appreciation are open to this priv- 
ilege. 

What we, as decorators will find of 
interest and value in the Century of 
Progress, which will open its doors to 
the public in Chicago on June first, 
depends wholly upon ourselves. We 
may be grieved that certain things have 
been done and other things of signifi- 
cance to us, have been left undone but 
the astounding thing is that we have an 
exposition at all, under the serious 
handicaps that have faced the manage- 
ment since the beginning. It is an out- 
standing demonstration of the “I 
WILL” spirit that was born in the 
old Columbian Exposition days of the 


| early nineties. This graceful, stalwart 


figure has lost its flowing Grecian 
draperies and sandalled feet but her 


| abbreviated substitutes leave nothing to 
| be desired, in her untrammelled move- 


ments toward an entirely new order of 
things. 

Each group, organization or associa- 
tion, who is arranging exhibits, is com- 
posed of that groups most efficient 


» leaders. The decorator who is respon- 
| sible for the assembling, furnishing or 


arranging of this exhibit contacts spe- 


| cialists in vastly different fields than 


his own. In this relationship he has 
the opportunity to blaze a clean cut 
trail and in this way help other mem- 
bers of his profession to 4 understood 
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and valued. He accomplishes this by 
demonstrating his thorough knowledge 
of the problem at hand, his sureness 
in methods of its execution and his 
understanding of and cooperation with 
his allies. By his attitude in this 
specific opportunity toward those 
who are working with him, he can sow 
fertile seed for either admiration or 
contempt of our profession. 

Those of us in this locality, who are 
of an earlier age, find ourselves sub- 
consciously cherishing the memory of 
the Dream City of loveliness of 1893 
that was so definitely responsible for 
the elevation of standards of beauty in 
the Middle West. There may lurk a 
sense of reluctance to admit that this 
coming exposition will do, for the 
budding generation what the former 
Fair did for the last, but this bit of 
skepticism probably indicates a tell tale 
tendency to the crystalizing of theories, 
a closing of minds to the new order. 

We are unquestionably on the 
threshold of new values; how the older 
generation receives them does not mat- 
ter, only in limiting the horizon of the 
generation. 

This Century of Progress is built 
with no sense of permanence. But 
why Permanence! There seems to be 
a diminishing need for this antiquated 
theory in our present or future scheme. 

A brilliance of color, scintillant, 
smashing, breath taking effects in con- 
trast, illumination and composition 
startle one out of the commonplace 
and intrigue one to new and fresh ef- 
fort. As we crawl out from under the 
debris of these past gray years and al- 

(continued on page 12) 
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HOW I WOULD ADVERTISE 
IF I WERE AN INTERIOR DECORATOR 


By D. B. FORESMAN 


Editor's Note: Knowing that new 
business is an important part of every 
decorator’s life, we have asked Mr. 
Foresman to contribute some ideas on 
this very vital subject. Mr. Foresman 
was at one time Advertising Manager 
of a prominent New York decorating 
firm and is now associated with Dec- 
orators’ Digest in a Sales Promotion 
capacity. 


The first question is “Would I ad- 
vertise at all’? In some professions, 
doctors and lawyers for example, ad- 
vertising is decidedly unethical. Cus- 
tom makes it so. 


Practically all leading decorators ad- 
vertise or have advertised in one form 
or another. Just why these lines are 
drawn between the different profes- 
sions on the subject of advertising is 
hard to say. Perhaps it is because the 
decorator sells merchandise while the 
doctor or lawyer performs a strictly 
personal service. There is no feeling 
anywhere, I am sure, that a decorator 
is lowering his standard one iota by 
advertising. 

Economically, some decorators feel 
they don’t need any advertising, be- 
yond that which they obtain from the 
recommendations of their clients. A 
prominent decorator from Albany told 
me she secured all the business she 
wanted in this way. (I hope she is 
still busy today.) 

Whether a decorator should adver- 
tise or not should be decided on the 
same grounds that any business should 
decide. Some businesses, as well as 
some decorators, feel they don’t need 
it. But there is certainly no ques- 
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tisin 
© nati 
tion that effective advertising wil} gle 
bring more business to the decoratrf} 7 


just as it will any other enterprise. § shot 
It is natural that an Interior Def tent 
orator should not be advertising’ less 
minded. A decorator, a painter, a cre to « 
ator in any of the fields of art is im. © try, 
mersed in his subject. The decorator § just 
is primarily interested in develop. 
ing effective interiors, planning colo § fore 
schemes and arrangements. He neces § fort 


sarily thinks subjectively. In 


True, he must consider the clients } too 
taste, personal whims, the style of the § so | 
home, and financial limitations, but § the 
chiefly he is concerned with the “thing § ver! 


to be created’. I 
The advertiser, on the other hand, § of 


takes an “‘inartistic’’ point of view. § hur 
He thinks primarily of the reactions § nec 
of the consumer, not in relation to any- § pro 
one decorative scheme, but in terms of § arti 


what must be said to influence the I 
prospective client to consult the dec: | o¢ 
orator. The advertiser must, therefore, 
project his thoughts into the mind of 
the prospect—the skill and knowledge } be 
of the decorator is secondary. This 
type of thought I shall call “objective”, | 





he sto 
as opposed to the “subjective” or cre- | }, 
ative thought of the decorator. tis 


Let us assume that I, as a decorator, | 
have decided to advertise. How shall 
I go about it? | 

The first thing I must do is change | 
my point of view—step out of my 
own personality and look at myself | 90 
with the eyes of those with whom I — 
wish to do business. - vit 

If I can’t do that, I should employ 
someone who can; otherwise, poor ad- | es 
vertising will be the result. This fun- | pe 
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‘damental applies whether the adver- 


‘ tising is going to take the form of a 
~ national magazine campaign or a sin- 
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to do jobs in every part of the coun- 
try, the use of these magazines is not 
justified. 

The average decorator must, there- 
fore, confine his efforts to more local 
forms—newspapers and direct mail. 
In the large centers, newspapers are 
too expensive to use with any effect, 
so the various forms of direct mail are 
the main channel through which ad- 
vertising effort must be directed. 

I shall not discuss here the questions 
of appropriation or any of the other 
hundred and one mechanical details 
necessary in planning any advertising 
program. These can be left to future 
articles. 

I am chiefly concerned with the ideas 
or “copy slant” that I would use. 
When the central theme or guiding 
principle is established, the rest will 
be more or less routine. 


Depending on the importance of 


| stock sales on individual items in my 


business, I would divide my adver- 
tising into two distinct classes. 





1. That designed to sell merchandise. 
2. That designed to sell services. 


As I am mostly interested in secur- 
| ing contracts, I would point probably 
90% of my advertising towards No. 2. 

The advertising of a decorator’s ser- 
vices should not be essentially different 
from that of any commodity. I say 
essentially, in that the underlying ap- 
peal is the same. This appeal must be 
based on the consumer's interest and 
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not dwell too much on the seller’s side 
of the story. 


It is only within comparatively re- 
cent years that even the large adver- 
tisers have recognized this principle. 
Thirty and forty years ago the ‘‘prod- 
uct” appeal was invariably followed. 


To illustrate, let us take the example 
of Postum, acknowledged to be out- 
standing among modern advertisers. 
Twenty years ago, a picture of the 
product and the slogan ‘‘There’s a 
Reason’’ constituted the advertising of 
this well-known product. Today, Pos- 
tum itself is secondary—very second- 
ary, in the advertising. In fact, there 
is seldom a display of the package or 
even a mention of the name in large 
type. The ‘Health of the Reader” is 
the basic theme—certainly nothing 
could be of more importance to the 
reader than this. 

There are literally hundreds of ex- 
amples around us. The motor car 
manufacturer sells pleasure of travel, 
comfort and safety; the paint com- 
panies sell style and beauty; facial 
creams, beauty and attractiveness; etc. 
The product itself is always in the 
background. 

But what, you ask, has all this to 
do with Interior Decoration ? 

As I have said, there should be no 
essential difference in the fundamental 
appeal of an interior decorator’s ad- 
vertising and the others I have men- 
tioned. All should be based on the 
prospect’s interests. 

Were I an interior decorator, I 
would approach my prospects through 
their interests in their own homes, and 
incidentally, my ability to help them 
improve them. As I am primarily a 
counselor, and not a merchant, I would 
emphasize my knowledge of the art 
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and subordinate the materials with 
which I worked. 

With a limited appropriation, I 
would make letters and attractive 
folders and booklets the basis of my 
advertising. I would naturally have 
different appeals according to different 
occasions. One story to people who 
were building new homes; another to 
interest people in the new decorations 
for spring; another for country home 
furnishings, etc., etc. 


In all of this material I would give 
interesting information about current 
trends, new fabrics, rugs, latest modes, 
etc. I would make suggestions to start 
people thinking ““That sounds attrac- 
tive; I wonder if I couldn’t use an 
idea like that’. 

I would suggest possibilities, arouse 
curiosity, and not tell my whole story. 
This would tend to bring people to 
me to learn more—if I struck a re- 
sponsive chord. 

For instance, about this time of year, 
I might write the following letter to 
some of my clients and prospective 
clients. 


“Dear Madame: 

At this time of year you are sud- 
denly aware of a refreshing ‘“New- 
ness” out-of-doors. This is bound to 
make the winter furnishings of your 
home seem heavy and warm. 

Give your house a chance to compete 
with the view out your window. In 
no other season is redecorating so in- 
teresting or necessary. 

Now is the time to pay attention to 
those rooms which are half out-of- 
doors in their atmosphere—your sun 
room, breakfast room, and _ terrace. 
There is almost no limit to the fasci- 
nating color and design available now 
for these favorite spots. 
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As for draperies, what better way 
of breathing the life of the spring 
season into your rooms than through 
the new gay, colorful fabrics. 

But there’s so much more to be seen 
than can be said in this letter. 

Some day soon, come to our studios 
and see these lovely creations-—and 
find out “what's new’ in decoration 
this season. 

Very truly yours, 


I know some of the more conserva- 
tive decorators are not going to agree 
with this theory. For years their ad- 
vertising has been limited to a brief 
little card: 


JEROME D. BEATTY 
Interior Decorator 
51 The Plaza 


Or they might send out a folder or 
booklet with some illustrations of cur- 
rent pieces on display in their studio, 
and stop there. 

But a decorator, just as the food 
manufacturer or the automobile manu- 
facturer, must create a need. To do 
this, he must start a train of thought 
in the prospect’s mind. He can’t do 
this merely by,saying “I am a dec- 


orator’, or by showing a picture of | 


a Charles II chair, unless his main 


object is to sell the chair, and not get | 
decorating contracts. In short, the dec- | 


orator must get away from the “‘prod- 
uct” type of advertising, just as many 
of the successful firms in other lines 
of business have. 

Too commercial ? 

No. Not if done artistically and in 
good taste. 

Should I carry a stock of individual 
Pieces in my studio, I would devote 
some of my advertising to selling them. 
Here I would study the technique of 


(continued on page 11) 
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A SOUTHERN MEMBER 
SPEAKS 


Looking back a year (and such a 
year), I cannot refrain from marveling 
at the superb organization, the splendid 
management, and, consequently, the 
undisputed success of the American In- 
stitute of Interior Decorators. Though 
just a mere infant, it has made strides 
so fast and so valuable that one won- 
ders to what heights it will reach with- 
in another twelve months. 

To the decorator, the A.I.I.D. means 
protection, assistance, fairness, and 
good fellowship that cannot be pro- 
cured in any other manner. 

To the trade, the organization means 
cooperation and good will between the 
decorator and the firms that serve us. 

To the client, a member of the 
A.LI.D. is a specialist who is called 
into the home to treat a case that the 
ordinary doctor is not capable of han- 
dling, thereby eliminating unnecessary 
expense in the end. 

To a certain extent, we decorators 
in the South are at a disadvantage be- 
ing so far removed from the base of 
supplies. Consequently, a national in- 
stitution such as the A.I.I.D. is of great 
value in keeping us in closer touch 
with the other decorators and thereby 
enriching our knowledge of the activ- 
ities in the decorative field. 





THE JURY OF AWARD 
for 


Johnson « Faulkner Competition 


Mr. Richard F. Bach, Director of Indus- 
trial Relations, Metropolitan Museum of 
Art; Mr. Roy Belmont, Governor, A.I.1.D., 
President J. C. Demarest Co., Inc.; Mr. 
Fred. W. Budd; Mr. Lorentz Kleiser, Presi- 
dent, Art-in-Trades Club, President, Edge- 
water Tapestry Looms, Lecturer on Fine 
Arts at New York University; Miss Nancy 
V. McClelland, Governor A.I.1.D., Presi- 
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dent, Nancy McClelland, Inc.; Mr. Frank 
W. Richardson, Vice-President, A.I.I.D., 
President, Herter Looms; Mrs. Mary Fan- 
ton Roberts, Consulting Editor of Arts & 
Decorations; Mrs. James C. Rogerson, Vice- 
President, A.I.1.D., President, Arden Stu- 
dios, Inc. 

It is proposed that the winning de- 
signs will be used in the manufacture 
of material during the summer months, 
and ready for sale early next fall. We 
further propose to use this material in 
the decoration of an exhibition room 
and full credit will be given the firms 
or the individuals winning the prizes. 
All designs submitted will be hung on 
exhibition on the second floor of our 
building for a two weeks’ period, and 
manufacturers to the arts and crafts 
will be invited to view them. They 
may purchase designs (except winning 
designs) at a price which will be 
marked upon them by the designer. 





REFLECTIONS OF A YOUNGER 
DECORATOR ON MODERNISM 
(continued from page 2) 
younger generation and it is this gen- 
eration which will dominate future 

styles. 

In summary let me say that the Mod- 
ern influence is bound to continue, 
much of it is bad, but so is much of 
the Period Styles. The excesses corn- 
mitted by some of the traditional de- 
signers far surpass in absurdity any 
committed by our Modern ones. All 
of the antique is not good. All of the 
Modern is not good. We try to pick 
only what we consider good when 
copying the antique or when using it. 
Why not do the same with Modern? 
Rather than condemn why not accept 
and watch its progress. Adverse criti- 
cism will not deter the younger de- 
signers. It will only serve to goad 
them on. Why not live in the 20th 
Century and not in the 15th or 18th! 
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Maryland District Chapter 

The Maryland District Chapter held 
a photographic exhibition at the Balti- 
more Museum of Art from May Ist, to 
May 15th. Thirty-two specially se- 
lected interiors, done by members of 
the Maryland Chapter will be on view. 

During the first week the pictures 
will be shown with no names attached. 
At that time a jury composed of R. J. 
McKinney, director of the museum; 
John McGrath and R. McGill Mackall, 
passed upon the exhibits, and a first 
prize of a silver tray was presented to 
Mr. Howard Mettee, Jr., the decorator 
showing the view considered the most 
artistic. The tray will become the per- 
manent possession of the person who 
wins it three years in succession. 

Honorable mention was given as fol- 
lows: 

1st to Oliver Caroll Zell, Jr. 


2nd to Miss Genevieve Hendricks 
3rd to C. J. Benson & Co., Inc. 


It is our purpose also to have the 
same photographs exhibited at Anna- 
polis, if possible during June week ac- 
tivities, either at the Harwood Ham- 
mond House or the Bryce House, both 
of which are fine examples of old 
Colonial Architecture, and maintained 
as Museums. However no definite 
plans have been made, but we feel 
sure of getting permission to have this 
exhibit. 

At our regular meeting in April, 
held in Washington, which was well 
attended, we had with us Mr. Milne, 
of Johnson & Faulkner, whose lecture 
was most interesting and enjoyed by 
all; also Mr. deQuintal spoke to us on 
rugs and carpets, which was most in- 
teresting. 

At this meeting election of officers 
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NATIONAL NEWS 


was held and the present officers and 
committees will continue for another 
year. 


‘ 


Our May meeting held in Baltimore | 


at the Stafford Hotel on May 11th was 
addressed by Mr. Hasenclever of F. 
Schumacher & Company. Mr. Hasen- 
clever had many things to tell us with 
regards to the design and weaving of 
silk fabrics, which was most instructive. 

At this meeting it was decided that 
the chapter stage a show, the same as 
was put on for the entertainment of 
the A.I.I1.D. meeting in N. Y. in Jan- 
uary. This show is to be staged at the 
Vagabond Theatre for our members, 
friends and family, on the evening of 
May 27th. It looks like there is a good 
deal of fun in store for those that will 
attend. 

(continued on page 11) 


Ohio Chapter 


Annual Meeting of the Ohio Chap- 
ter was held Saturday, April 29th, at 
the Cleveland Society of Artists. Mr. 
J. C. Milne, Vice President of Johnson 
& Faulkner gave a lecture which gave 
an interesting insight into the Manu- 
facturer’s position in the decorator’s 
professional setup. He unfolded in a 
most entertaining manner the problems 
and aims of the statistical department 
of a large manufacturing concern. 

After the dinner given by the Chap- 
ter, the following officers were elected 
for the coming year.—President, Mr. 
Ernest W. Schwegler; Vice President, 
Mr. Charles H. Ehelhoff; Vice Presi- 
dent, Mr. Michael A. Riley; Secretary, 
Mr. Frank M. Marsh; Treasurer, Miss 
Anne M. Wattley. 

The Chapter voted to accept the in- 
vitation of the Cleveland Retail Credit 
Men’s Company to visit its Bureau, 
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NATIONAL NEWS 


with a view to set up a file especially 
for the Institute. In this file will be 
kept special note of those individuals 
who prey on Decorators for informa- 
tion and resort to trickery to avoid 
paying for professional advice. 


Georgia District Chapter 


The Georgia District Chapter should 
be complimented on the unusual 
amount of fine publicity that was given 
to their showing of the National Pho- 
tographic Exhibition which is touring 
the country under the auspices of the 
American Federation of Arts. 


Wisconsin Chapter 


The regular monthly meeting of the 
Wisconsin Chapter was held on April 
19th, with Mr. Arthur R. Jaeger the 
host. Notices were given in the society 
pages of all local papers in the same 
manner as the other meetings were 
mentioned. In addition Mr. Blackman 
of Johnson & Faulkner gave us a very 
interesting talk on fabrics, explaining 
various weaves and processes. 

Our special meeting for the election 
of officers and members of the board 
will take place on Tuesday, May 9th. 
This will be a luncheon meeting. 

Our President, Mr. Niedecken, re- 
cently made an interesting and worth- 
while contact in the interests of the 
A.1LI.D. He gave a talk to the stu- 
dents of the Atelier Eschweiller, a Mil- 
waukee branch of the Beaux Art In- 
stitute of New York. The object of 
the talk was to acquaint these embryo 
architects with the A.I.I.D. and the 
intelligent cooperation and understand- 
ing which they may expect from a 
trained decorator in the decorative 
completion of any architectural inte- 
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rior. The necessity for detailed know- 
ledge of all of the arts which are in- 
cluded in articles and processes used 
in furnishing was stressed so that these 
young architects at least, will have 
some appreciation of, and respect for, 
the trained decorator. 

Mr. Niedecken also talked about 
decorative textiles, illustrating his re- 
marks with many interesting samples. 

Another talk by one of our mem- 
bers which created much interest and 
enthusiasm in new decorative ideas was 
that given recently by Miss Evelyn 
Jensen, of the Maxwell-Moore-McDon- | 
ald Company, to the women of the 
Milwaukee City Club. The subject was 
“Current Trends in Interior Decora- 
tion.” The talk was illustrated with 
many of the new fabrics and wall pa- 
pers. The greatly reduced cost of these 
fabrics was a revelation to the many 
women who attended, and awakened 
interest in possibilities for their use. 


That women are eager for decorative 
information and that many of them 
still are under the impression that a 
decorator is interested only in costly 
jobs were facts brought out at this 
meeting. There were a number of re- 
quests for future talks and many peo- 
ple wished to know if it was possible 
to secure the consulting services of a 
decorator on a fee basis. 

There is no doubt that there is still 
much more missionary work to be done 
in informing the public regarding the 
Interior Decorator. 


Pennsylvania Chapter 


The Board of Governors elected at 
the annual meeting is as follows: 


Mr. E. A. Belmont, Mrs. C. F. 
Comly, Mr. H. J. Egmore, one year 
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term. Mr E. S. Prichard, Mr. W. J. 
MacMullin, Mr. C. C. Purdy, two year 
term: Mr. O. E. Mertz, Miss F. M. 
Bradford, Mr. W. J. Johnson, three 
year term. 

At the meeting of the Board on 
May 10th, officers were elected as fol- 
lows: 

President, Mr. Walter J. Johnson; 
Vice President, Mr. Oscar E. Mertz; 
Treasurer, Mr. E. Sydney Prichard; 
Secretary, Miss Frances M. Bradford. 


Massachusetts Chapter 


The annual meeting of the Massa- 
chusetts Chapter held April 25th, at 
25th, at the Hotel Westminister, Bos- 
ton, was voted the most enthusiastic 
meeting yet held by this Chapter. 

By arrangement with the National 
Publicity Committee, A.I.1.D., there 
were present as guests and speakers, 
Mr. Hasenclever of F. Schumacher & 
Company, Mr. deQuintal of deQuintal 
Incorporated, Mr. Higby and Mr. Sea- 
vey of F. Schumacher & Company. 

The subject matter covered by the 
speakers was fabric design and weav- 
ing by Mr. Hasenclever, rugs and car- 
pets and their proper use in the decora- 
ting field by Mr. deQuintal. 


The annual election of officers was 
held after the business meeting. 

A dinner preceded the annual meet- 
ing at which Mr. John Harbeson, 
member of the A.I.A., Mr. Lorentz 
Kleiser, President, Edgewater Tapestry 
Looms, and Mr. Harry V. Anderson, 
Publisher and Editor of the Decorators 
Digest were the speakers. 

In succeeding issues of the Digest 
both Mr. Harbeson’s and Mr. Kleiser’s 
speeches will be published. 
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New York State Chapter 


The May Meeting of the New York 
State Chapter will be held on May 
25th, at which time Mr. E. A. de. 
Quintal, Inc., and Mr. R. Curt Hasen- 
clever of F. Schumacher will lecture. 
These two lectures will conclude the 
National Lecture Series program for 
the spring months; however it will be 
resumed again in the early fall. 


Georgia District Chapter 

The annual elections of the Georgia 
District Chapter were held at the reg- 
ular meeting May 3rd. The following 
officers were elected unanimously: 

President, Mrs. S. C. Porter; Vice 
President, Mr. A. H. A. Rogers; Vice 
President, Mrs. Mary Miller; Secretary, 
Mrs. Sarah K. Small; Treasurer, Mr. 
S. C. Porter; Members of the Board, 
Mr. John R. Bond, Mrs. Anne Turner, 
Mrs. Cuyler Kimball, Mrs. Jack Brant- 
ley. It was voted unanimously to have 
the June meeting in Chattanooga . 

Mrs. Porter made her committee ap- 
pointments yesterday. They are as fol- 
lows: Extension of Membership; 
Chairman Mr. Rogers, Co-Chairman, 


- Mrs. Hills; Mrs. Lida Nash, Mrs. Ball, 


Mr. D'Onofrio; Admissions:—Chair- 
man Mrs. Spaulding, Mrs. Daley, Miss 
Young, Mrs. Turner, Miss Maher; 
Publicity: —- Chairman Mrs. Miller; 
Mr. Bond, Mrs. Hills, Mr. Rogers, 
Mr. D'Onofrio, Trade Relations: — 
Chairman, Mr. Porter, Mr. Bond, Miss 
Thomasson, Mrs. Spalding, Mr. Rog- 
ers; Architectural Practice: — Mrs. 
Hills; National Advisory Council :— 
Mrs. Miller, alternate Mr. S. C. Porter. 
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How I WouLp ADVERTISE IF I WERE 
AN INTERIOR DECORATOR 
(continued from page 6) 
the department stores. (Horrors!). 
They are past masters of advertising 
merchandise in an original and appeal- 
ing manner and their copy writers 
know all the tricks of pulling people 

into their stores. 

In directing my advertising, I would 
step down from the pedestal of my 
art. I would try to follow the same 
principles that other successful adver- 
tisers follow. I would sell my ser- 
vices and merchandise from the stand- 
point of my clients’ interest. I would 
try, primarily, to create a need that I 
could satisfy. 

In doing this I would feel that I 
were not only laying ground-work for 
more business, but would be rendering 
my clients a greater service. 

The Decorators Digest is in position 
to render a complete sales promotion 
and merchandising service to decora- 
tors. 

The publisher encourages inquiries 
on this subject, which will be answered 
without cost or obligation. 





THR VALUE OF OUR CENTURY OF 
PROGRESS TO THE DECORATOR 
(continued from page 3) 
low ourselves to step into the ranks of 
our contemporaries, we gain a realiza- 
tion of new methods by means of 
which standard fundamentals may be 

expressed. 

The new generation cares nothing 
for precedent. We may scorn or sniff 
or accept, it is the same to them; they 
are gaily on their way with these new 
and fascinating theories that they claim 
as their own, with minds so brilliant 
that they arrive at conclusions before 
we are started. 
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NATIONAL NEWS 
(continued from page 8) 
Maryland District Chapter 


The photographs on exhibition were 
judged by Mr. Rowland J. McKinney, 
the Director of the Museum and two 
Baltimore Artists, Mr. John McGrath 
and Mr. R. McGill Mackall. 

An interior by M. Howard Mettee, 
Jc. received first prize, namely a Silver 
Cocktail Tray, which will become the 
possession of the Exhibitor who has 
won the prize twice. 

Honorable mention was given as 
follows: 

1st to Oliver Carroll Zell, Jr. 

2nd to Miss Genevieve Hendricks 

3rd to C. J. Benson & Company, Inc. 

It is also likely that we will continue 
this exhibit in the fall in Hagerstown 
and Cumberland. 

Our President Mr. L. L. Schwarz, 
has been appointed to represent us at 
the June Conference of the A.I.1.D. 
in Chicago. 





During the past few weeks many of 
the State and District Chapters have 
held their annual election of officers. 
In some instances the present officers 
have been re-elected and in others new 
people have stepped in to guide the 
destinies of their chapters. 

The Decorators Digest wants to take 
this opportunity of thanking the out- 
going officers for their splendid coop- 
eration during the past year. It also 
wants to compliment the new officers 
for the honor that their fellow decora- 
tors have bestowed upon them. 

Chapter activity means chapter prog- 
ress. You can record the progress of 
your chapter by sending each month a 
full account of its accomplishments 
to the Decorators Digest. 
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THE A.I.I.D. LECTURE SERIES 


The following chapters have partici- 
pated in the National Lecture Series 
which is being sponsored by the 
A.L.1.D.:— 

Michigan Chapter 

Ohio Chapter 
Massachusetts Chapter 
Providence Chapter 
Maryland District Chapter 
New York Chapter 
Pennsylvania Chapter 


Each chapter participating has voiced 
their enthusiastic endorsement of the 
lectures. The Manufacturers participat- 
ing feel that from their point of view 
the series has been a decided success, 
and they are looking forward to the 
continuance of the series in the fall. 


One of the fine things that it has 
accomplished is the development of a 
keener appreciation of the decorator 
for the manufacturers and importers 
services. 

It has also given the manufacturers 
an opportunity to realize more clearly 
the problems of the interior decorator. 

The new understanding that this lec- 
ture series has brought about will 
surely be a distinct asset to both the 
A.L.1.D. and the trades. 

Mr. R. C. Hasenclever, of F. Schu- 
macher and Company lectured before 
the Maryland District Chapter on May 
11th. 

On May 25th, the New York Chap- 
ter will have the pleasure of hearing 
Mr. E. A. deQuintal of deQuintal, In- 
corporated, lecture on floor coverings, 
and Mr. C. Hasenclever of F. Schu- 
macher & Company lecture on silks. 

This will conclude the lecture series 
for this Spring; however they will be 
resumed again in September. 
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THE VALUE OF OuR CENTURY OF 
PROGRESS TO THE DECORATOR 


(continued from page 3) 


The role of the conservative is to 
think and be able to say sincerely and 
whole heartedly, ‘‘It’s all amazing, per- 
fect it, mould this beginning into a 
golden age that is your own.” 

The further role of the conservative, 
I believe, is to endeavor by our more 
mature experience, to prevent the bril- 
liance of our young pioneers from be- 
coming brittle, the scintillance from 
becoming too cold, too hard, at the 
same time we should comprehend 
this unruly force, until the New Con- 
temporary Movement can strike its own 
even keel and manage more perfectly 
than we have ever dreamed of doing, 
this stunning new craft that is pushing 
its way into our midst. 

The Century of Progress will serve 
as a tremendous stimulus in the Mid- 
dle West particularly, for our younger 
decorators to be on their way. At the 
same time it should partly disturb 
some of our satisfied convictions. 

We may see many limitations, as I 
have said, in this Century of Progress, 
conceived, as it was, when our extrava- 
gancies were at their height, executed 
as it has had of necessity to be, to 
meet the present regretable situation. 
There remains, however, enough of the 
artistic, scientific and educational to be 
of great value in following the wheels 
of progress through the last Ceritury, to 
prove a substantial contribution to the 
most sophisticated of our fellow mem- 
bers. However, he must approach its 
gates with an open mind and a sincere 
desire to see the picture in its entirety. 
the handicaps it has overcome and the 
results it has attained in spite of such 
collossal obstacles. 


Page twelve 



























re 


od oo 


eOoanganr oat 














nascent Modern". 








RENASCENT FURNITURE AND RELATED 
ACCESSORIES! 


The finest flowering of old world charm, expressed in 
terms of the modern styling, craftsmanship and quality 
in over 400 individual designs of 18th and 19th Century 
English, French and Biedermeier, and 20th Century ''Re- 


Here is furniture and furnishings that capture and ex- 
press the quintessence of an era of gracious living—yet 
meet the stern requirements of an era of budget buying. 


TAPP, DE WILDE and WALLACE, INC. 
1732-42 Arcade Place, Chicago 


SHOWROOMS 


Clifton & Pack. 236 E. 59th St., New York, N. Y. 
Merchandise Mart, Rooms 16116-22, Chicago. 
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IMPORTANT NOTICE TO 
NEW YORK STATE 
DECORATORS 


With reference to the new State Sales 
Tax, each decorating firm in the State 
of New York must keep a record of 
each sale to the consumer, showing 
on the books the name of the client, 
the date of purchase, the cost of the 
material, labor, transportation charges 
and all other miscellaneous expenses, 
and a similar record must be kept of 
all sales to dealers. 

The One Per Cent (1%) Tax is 
for retail sales, those to consumers, 
not to dealers. 

When making up bills to clients, a 
duplicate bill should be placed on file, 
itemizing the various costs, showing 
how the firm arrives at the retail sum 
of the sale. If duplicate statements are 
on file, which can be produced to show 









the Tax Commissioner, together with 
a book of the records of all sales since 
May ist, 1933, there should be no 
question of proof of the amount due 
on the State Tax. The books should 
show the cost of the materials, whether 
furniture fabrics or lighting fixtures, 
etc., and it is this item that is taxable 
only. It is therefore necessary to break 
down all sales in the above manner, 
thereby having a clear statement of the 
sums taxable. The dealers, when pur- 
chasing from decorating firms, must 
submit a memorandum certitying the 
goods are purchased for resale. 


Editor's Note — We have just 
learned that the New York State Sales 
Tax has been entirely revised, so please 
ignore the above statement. A revised 
statement in its final form will be pub- 
lished in the June issue of the Decora- 
tors Digest. 
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DISTINCTIVE MATERIALS 








LLOYD ANNOUNCEMENT 


New books ready—early applica- 
tions solicited. Large stock Jap. 
Grasses — plain — figured. Wood 
Veneers — Various kinds. Scenics 
— English, French, Domestic. 


W. H. S. LLOYD CO., INC. 
48 WEST 48th STREET, NEW YORK 
Chicago, Newark, Boston, Los Angeles 








SCHUMACHER FACILITIES 
Schumacher Fabrics 
Waverly Fabrics (Cut Order} 
Schumacher Trimmings 
Schumacher Carpets 


F. SCHUMACHER & CO. 
60 WEST 40th STREET, NEW YORK 
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N the Masonite House 

at the Century of Prog- 
ress Exhibition in Chicago, 
the fabrics in the living 
room are all by... 


ARTHUR-H-LEE & SORS %s 


383 MADISON AVERUE 
REW YORK 


CHICAGO OFFICE, 29 E. MADISON STREET. 
BOSTON OFFICE, 420 BOYLSTON STREET. 
PHILADELPHIA OFFICE, 1528 WALNUT ST. 
LOS ANGELES OFFICE, 811 W. 7TH STREET. 
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UPHOLSTERY and DRAPERY 
FABRICS 
A New Hand Printed Linen Shown 
in Nine Colors—A smart high 
grade fabric at low cost 


e 
JOHNSON & FAULKNER 
45 East 53rd Street, New York City 





Let us help you solve all your 
delivery, transportation, repair, 
and storage problems. 


THE 
MANHATTAN STORAGE 
& WAREHOUSE COMPANY 


80th Street and 3rd Avenue 
52nd Street and 7th Avenue 











The usual and unusual in do- 
mestic and imported quality 
carpets and rugs. 

Special consideration given 
to the problems of the interior 
decorator. 


de Quintal, Inc. 
1 East 53rd St., New York City 








HOUSE FOR SALE 


Located in Maine, reasonable distance 
from Portland, accessible Rangeley 
Lakes; used as drill house during War 
of 1812, still in livable condition; with 
several acres of land; murals and 
woodwork installed prior to 1812, in 
unusually fine condition. Can be pur- 
chased for $4000.00 on terms. Apply 
DECORATORS DIGEST, 460 Park Ave- 
nue, New York City. 
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QUALITY MATERIALS 


It is the aim of the DECORATORS 
DIGEST to present through its adver- 
tising pages only products of outstand- 
ing quality. 

_— Fabrics 

ARTHUR H. LEE & SONS, INC. 

J. H. THORP & COMPANY, INC. 

ROBERT McBRATNEY & CO., INC. 

JOHNSON & FAULKNER 

F. SCHUMACHER & COMPANY 

H. B. LEHMAN-CONNOR, INC. 

STROHEIM & ROMANN 


THE S. M. HEXTER COMPANY 
HOWARD & SCHAFFER 


CAMDEN UPHOLSTERY SHOP 
THE GREEFF COMPANY, INC. 


Furniture 


CHARAK FURNITURE CO., INC. 
JACQUES BODART, INC. 


BAKER FURNITURE FACTORIES, 
INC. 


OLD COLONY FURNITURE CO. 
THE MANOR HOUSE 

PALMER & EMBURY 

NAHON COMPANY 

HARRY MEYERS COMPANY 


TAPP, DEWILDE AND WALLACE, 
INC. 


Floor Coverings 


L. C. CHASE COMPANY, INC. 
THE PERSIAN RUG MANUFACTORY 
DE QUINTAL, INC. 


Wall Coverings 
W. H. S. LLOYD CO., INC. 


Service to Decorators 


THE MANHATTAN STORAGE & 
WAREHOUSE COMPANY 


We are pleased to announce that the 
above firms have already availed them- 
selves of the opportunity to present the 
merits of their merchandise to the read- 
ers of the DECORATORS DIGEST. 
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MOVING 


with us, is more than an im- 
portant phase of our business 
—it is a highly organized ser- 
vice .. . built upon years of 
experience . . . founded upon 
ideals of security, reliability 
and safety. Long distance 
moving to or from any place 
in the United States, guaran- 
teeing responsible service and 
reasonable rates. See our ad- 
vertisements in the last two is- 


sues of the Decorators Digest. 


THE MANHATTAN STORAGE 
and WAREHOUSE COMPANY 


52nd Street and 7th Avenue 
80th Street and 3rd Avenue 


NEW YORK 
1883 - 50 years of service - 1933 
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W HOLESALE distributors of Quality 
Carpets and Rugs through the trade only. 
Decorators can always be assured of re- 
ceiving from us the proper cooperation, 
service and protection. 


0 || 


de QUINTAL, Inc. 
| EAST 53rd STREET 
NEW YORK CITY 


















The 
usual and unusual in domestic and 
imported quality carpets and rugs. 
Special consideration given to the 
problems of the Interior Decorator. 


Phone PLaza 3-6066-6067 ( 
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FURNITURE OF DISTINCTION 





We have aace:} a number 
of unusually fine pieces 
that will appeal particular- 
ly to discriminating clients. 
They are moderately priced 
which consequently ena- 
bles decorators to offer 
them at attractive prices. 


M'f'g. Co. 
222 East 46th Street 
New York City 


Flner a Cnbugy 


Since the inception of this 
business it has been our uni- 
versal policy to manufacture 
furniture which in design, 
in skill of workmanship and 
in quality of materials, 
should meet the most exact- 
ing requirements of the dec- 
orative trade. 


Hlarry Meyers Co. 
136 West 52nd Street 
New York City 


Manufacturers of Furniture, 
Importers of Antiques. 








Invite your clients to view 
_| the distinguished showing 
|| of 18th Century English 
| furniture in The Manor 
House and stimulate their 
desire to buy at our attrac- 
tive prices. 

The Manor House will sell 
only through a recognized 


interior decorator. 


NEW YORK CITY 








THE MANOR HOUSE 


Manufacturers of Period Furniture 


22 EAST 67th STREET 





For more than thirty years 
Nahon has been manufactur- 
ing furniture for the best dec- 
orating trade. Made exclu- 
sively in our shops, we pre- 
sent over 500 individual de- 
signs in the Queene Anne, 
Georgian, Bedermier and 
other schools of designs. 


Ve Stohor Compass 


Manufacturers of Fine Furniture 


435 E. 56th STREET 
NEW YORK CITY 















NANCY McCLELLAND 


Chooses these distinctive 
SCHUMACHER FABRICS 
as outstanding examples of 
the decorative trends of 
A 6 te we ee ee 


For an 18th CENTURY INTERIOR 
The delicate grace of these leafy sprays on their satin background 
accords perfectly with the lines of 18th century French or English 
furniture. As upholstery or draperies, this damask is charming 
in any of its five colors. (34863 GOLD) 


As a SUPPLEMENTARY FABRIC 
Our Victorian forebears would have loved this “sprigged” satin 
with its prim litle pattern. We of today find it perfect for any 
small piece, ideal companion for more elaborate fabrics where a 
plain tone might be uninteresting. Five colors. (34904 PRUNE) 


For BOUDOIR or RECEPTION ROOM 
The small, exquisitely colored bouquets gain ‘immeasurably in 
distinction by being placed on a moire ground. This French 
brocade is proof that a simple design may be highly effective. 
Four pastel tones. (51755 BLEU) 


For Rooms with an ENGLISH FLAVOR 
An intricate intertwining of feathers and flowers bears witness to 
the amazing skill of English etchers! A chintz of fine design 
and subtle color, with tiny speckle and crows’ feet markings 
lending an old-time air. Six color combinations. (66378 GREEN) 


A FORMAL CHINTZ 
Inspired by the sumptuous fabrics of the Renaissance era, this 
glazed chintz lends dignity to summer ensembles. The back- 
ground is first crackled, then hand-blocked, leaving the great 
curled acanthus leaves in creamy relief. Unusual! 
(66594 BROWN and WHITE) 


The CORD of KINGS 
Corde du roi—well nanied, for it has a regal richness, this latest 
scion of the corduroy family. The unique diagonal ridges, fas- 
cinatingly modern, are obtained by applying the pile etching 
process to cotton velvet. Eight smart colorings. The white is a 
high fashion. (73254 WHITE) 


Ask us for samples of these fabrics. 


F. SCHUMACHER & CO. 


60 West 40th Street New York 











